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is	 caused	 primarily	 by	 the	 increased	 adoption	 and	 accessibility	 of	 the	 internet.	 This	 study	 examined	
consumer’s	 perceptions	 of	 shopping	 online.	 A	 convenience	 sampling	 approach	 was	 adopted,	 and	
descriptive	statistics	were	outlined.	The	relationships	between	the	various	perceptions	were	examined	by	
conducting	a	correlation	analysis.	Trust	plays	a	critical	role	in	the	perceived	benefit	sought	by	consumers	
who	 seek	 this	 online	 method	 of	 shopping.	 Online	 trust	 allows	 consumers	 to	 mitigate	 vulnerabilities	
concerning	security	and	privacy	 issues	when	shopping	online	 (Beldad,	de	 Jong,	and	Steehouder,	2010).	
Trust	 showed	 a	 positive	 and	 significant	 relationship	 with	 all	 the	 other	 variables,	 which	 is	 makes	 it	 a	










rising	 (IAMAI,	2015).	These	developments	 in	 the	market	 require	businesses	 to	meet	 the	ever‐changing	




rapid	pace	of	 technological	 advancement	has	 enabled	 consumers	 to	 communicate	with	 retailers	online	
anywhere	 at	 any	 time	 (Payne,	 Peltier	 &	 Barger	 2017).	 Raman	 (2017)	 adds	 that	 the	 growth	 of	 online	
shopping	 is	 fuelled	by	people	 in	rural	areas	who	are	also	using	 technology.	Shopping	on	the	 internet	 is	
described	 as	 examining,	 searching	 for,	 browsing	 for	 or	 viewing	 products	 and	 services	 with	 the	 initial	
intention	of	making	a	purchase	decision.	








stores	 and	 wait	 in	 long	 queues	 to	 make	 payment.	 Online	 shopping	 also	 provides	 consumers	 with	
widespread	product	choices,	sufficient	product	information	and	allows	one	to	shop	from	multiple	stores	
while	making	comparisons	between	brands	from	different	sellers	with	less	effort	(Olson,	2018).	Consumers	













A	 study	 conducted	 by	Writter	 (2017)	 reveals	 that	 the	 most	 frequent	 online	 shoppers	 are	 those	 aged	
between	 25	 –	 29	 years	 globally.	 The	 results	 of	 the	 Nielsen	 (2017)	 survey	 indicate	 that	 South	 African	
consumers	are	showing	interest	in	online	shopping,	meaning	there	is	potential	growth	within	that	segment	
(Gernon,	 2017).	 The	 survey	 results	 further	 indicate	 that	 almost	 60%	 of	 shoppers	 are	 starting	 to	 buy	









how	 expanding	 the	 accessibility	 of	 their	 businesses	 (Fang	 &	 Zhou,	 2012)	 and	 to	 enhance	 customer	
experience	on	digital	platforms	(Drell,	2018).		Businesses	need	to	invest	time	and	money	need	in	creating	
websites	which	will	make	the	shopping	experience	as	pleasant	as	possible	(Dailey,	2004).	The	content	of	




Kwon,	 2014),	 online	 customer	 satisfaction	 and	 loyalty	 (Wand,	 2005;	 Rafiq	 &	 Fulford,	 2005;	 Pham	 &	
Ahmmad,	2017).	Nevertheless,	there	is	an	enormous	gap	in	the	present	literature	on	perceptions	of	online	
shopping	in	Gauteng,	South	Africa.	Other	studies	on	individual	factors	affecting	online	shopping	have	been	
conducted	 in	 developed	 European	 and	 Asian	 countries.	 There	 is	 a	 need	 to	 understand	 how	 different	
shoppers’	perceptions	influence	buying	behaviour	on	the	internet.	Ling	and	Yazdanifard	(2014)	affirm	that	
perceptions	are	significant	factors	in	understanding	online	shopping	behaviour	and	must	be	analysed	in	
every	 market	 segment.	 The	 principal	 purpose	 of	 this	 study	 is	 to	 understand	 how	 different	 shoppers’	
perceptions	are	influential	in	online	shopping	in	Gauteng.	
2. LITERATURE	REVIEW	


















who	 take	 advantage	 of	 online	 shopping.	 Traditionally,	 shopping	 in	 most	 households	 has	 always	 been	
viewed	as	the	responsibility	of	women	not	men	(Raman,	2017).	Previous	studies	have	found	that	most	men	
are	more	willing	 to	 use	 the	 latest	 technological	 innovations	 online,	 easily	 adapting	 to	 online	 shopping	
















its	 offerings	 and	 other	 customers	 online.	 Shopping	 on	 the	 internet	 is	 intended	 to	 be	 pleasurable	 and	
produce	a	satisfying	experience	to	consumers	through	retailers’	websites	which	are	safe	and	user	friendly	
(Szymanski	&	Hise,	2012).		
Online	 shopping	 experiences	 influence	 purchase	 intentions	 both	 directly	 and	 indirectly	 through	 trust	
(Samuel,	Balaji	&	Wei,	2015).	Liao	(2011)	indicate	that	customer	experience	is	the	moderator	of	trust	and	












One	 of	 the	 factors	 which	 affects	 	 the	 level	 of	 trust	 of	 consumers	 is	 web	 quality.	 Rozekhi,	 Hussin	 and	
Mohamad	(2014)	concur	 that	perceived	website	quality	can	be	 the	direct	predictor	of	 trust	and	overall	
perceived	benefits.	Al‐Debei	Akroush	and	Akroush	(2015)	confirm	that	the	perceived	quality	of	the	website	








Agag	and	El‐Masry	 (2016)	 as	well	 as	Khan	and	Chavan	 (2015)	 agree	 that	 ‘perceived	 risk’	 refers	 to	 the	
possible	 loss	 which	 a	 customer	 might	 incur	 when	 deciding	 to	 shop	 online.	 There	 are	 three	 types	 of	
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significant	 role	 in	 both	 attitude	 formation	 and	 intention	of	 online	 shoppers	 and	 trust	 can	be	used	 at	 a	
mediator.	Perceived	risk	impacts	consumer	behaviour	because	shoppers	want	to	avoid	making	incorrect	
decisions	(Farzianpour,	Pishdar	&	Shakib	2014).		




















as	 this	 will	 be	 useful	 in	 guiding	 their	 marketing	 strategies	 and	 technological	 advancements.	 Online	
shoppers	are	more	influenced	by	the	perceived	benefits	rather	than	perceived	risks	(Wolfinbarger	&	Gilly,	
2011).	There	are	non‐monetary	costs	associated	with	traditional	shopping	that	can	be	lessened	such	as	
time,	 effort	 and	 psychological	 costs	 (Eastman,	 Iyer	 &	 Randall,	 2009).	 Kacen,	 Hess	 and	Walker	 (2012)	
highlight	 that	 perceived	 benefits	 are	 essential	 aspects	 influencing	 consumer	 attitudes	 and	 evaluations	
towards	their	purchasing	decisions.	
Shopping	comparison,	variety	of	brands,	a	wide	variety	of	promotional	items,	low	prices,	quick	delivery,	
low	 delivery	 costs,	 time	 saving,	 improved	 customer	 service,	 speedy	 e‐mail	 response,	 greater	 product	













being	 reliable,	 trustworthy	 and	 improving	 safety	 features.	 However,	 Le	 and	Nguyen	 (2014)	 argue	 that	




























out	 using	 statistical	 software,	 SPSS	 version	24,	 to	 interpret	 the	data.	 Tools	 such	as	Kaiser‐Meyer‐Olkin	
Measure	 of	 Sampling	 Adequacy,	 Bartlett's	 Test	 of	 Sphericity,	 variance	 test	 and	 reliability	 correlation	











Table	 2	 shows	 the	 overall	 Cronbach’s	 alpha	 analysis	 result	 of	 the	 study.	 The	 test	 measures	 internal	
consistency	of	a	scale	or	test	and	is	articulated	as	a	number	between	0	and	1	(Tavakol	&	Dennick,	2011).	
The	 objective	 of	 the	 Cronbach’s	 alpha	 test	 is	 to	 determine	 the	 reliability	 of	 an	 instrument	 (Tavakol	 &	
Dennick,	2011).	According	to	Bland	and	Altman	(2003),	any	figure	ranging	from	0.70	to	0.95	is	considered	
as	acceptable.	The	study	results	 sit	on	0.767	and	 therefore	 fall	within	an	acceptable	 range.	George	and	






























Perceived	Risk	 Pearson	Correlation	 1 .119	 .405** .404**
Sig.	(2‐tailed)	 	 .102	 .000 .000
Perceived	Benefit	 Pearson	Correlation	 .119 1	 .337** .230**
Sig.	(2‐tailed)	 .102 	 .000 .001
Online	Attitude	 Pearson	Correlation	 .405** .337**	 1 .151*
Sig.	(2‐tailed)	 .000 .000	 	 .038
Trust	 Pearson	Correlation	 .404** .230**	 .151* 1
Sig.	(2‐tailed)	 .000 .001	 .038 	












benefits	 were	 significantly	 associated	 with	 attitudes	 relating	 to	 online	 shopping	 (Koivumaki,	 2001).	
Perceived	benefits	 are	 the	online	advantages	or	 satisfactions	 that	meet	 the	consumer’s	needs	or	wants	
(Shwu‐Ing,	2003).	
There	 is	 a	 positive	 correlation	 between	 trust	 and	perceived	 benefit.	 The	 lack	 of	 trust	 regarding	 online	
shopping	 is	one	 element	 that	prevents	 customers	 from	shopping	online.	 Consumers	who	have	positive	
attitudes	towards	online	shopping	also	believe	it	is	beneficial.	This	is	important	to	understand	as	research	



































The	 study	 used	 a	 small	 sample	 size	 from	 the	 Gauteng	 area,	 which	 limited	 the	 research	 findings.	 It	 is	
recommended	 to	 extend	 the	 study	 to	 other	 geographical	 areas	 other	 than	 Gauteng	 especially	 a	
multinational	study	would	add	more	value.	Other	limitations	include	the	questionnaires	being	distributed	
through	a	convenience	sampling	method	as	opposed	to	having	the	research	done	on	an	online	platform	







Based	 on	 the	 results	 and	 findings,	 this	 study	 identifies	 the	 following	 managerial	 implications.	 Retail	
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